Advertising 
Introduction
Rapid developments in mobile means of communication have brought out new communication channels for marketers to reach their customers (Tsang, Ho& Liang, 2004) . Particularly young generation uses mobile phones as a multipurpose means of communication by receiving and sending text messages, graphics, data, music, video etc. These stated features of mobile phones make mobile phones one of the most important means of communication (Jun & Lee,2007) .The growth of the mobile communication market, the profusion of new technologies and their convergence has opened many new opportunities for marketing promotions and advertisements. One of those new modes of advertising is via short message service (SMS). SMS, known as text messaging, is a store-and-forward communication system for the mobile phone (Bamba and Barnes, 2007) . Text message services have been hugely popular for interpersonal communication, allowing users of all ages to exchange messages with both social and business contacts (Xuet al. 2003; Dickinger et al. 2004) . Xu et al. (2003) identified three consistent success indicators for SMS messaging: (a) the cost-effectiveness and interoperability of the wireless infrastructure; (b) the high penetration of mobile phones; and (c) the relatively low cost of the SMS messaging service.
Mobile phones are direct marketing tools that enable communication with target groups in any place and at any time and create a bilateral relationship between the marketer and the customers (Barnes & Scornavacca, 2004; Siavoshi, 2009) .
Studies on this new advertising medium indicate that mobile advertising campaigns can generate responses that are as high as 40%, compared with a 3% response rate through direct mail and 1% with internet banner ads (Jelassi & Enders 2004) .Along with mobile phone ownership and rapid increase in its use, mobile advertising has emerged as an important communication channel and enabled the rapid adaptation of wireless technologies in marketing strategies (Kolsaker & Drakatos, 2009; Wong and Tang,2008) . The reasons why mobile phones have gained importance in marketing can be stated as follows: customers who own mobile phones always carry their devices with them everywhere, their always being open to communication, one-to-one communication that attracts more attention and the opportunity to have one-to-one audio-visual communication. It is fast and effective for interaction between consumers and advertising companies. Messages can be generally delivered to the consumers without any spatial and temporal constraints. Therefore, consumers can easily be interested in them. In this regard, special services of short messages have been highly successful (Tsang, Ho & Liang, 2004; Sevtap et al., 2011) . Mobile SMS advertising has becoming increasingly important among marketers since it can personalize messages and it is interactive (Wong and Tang, 2008) .
Despite the fact that mobile advertising is one of the fast growing marketing tool, there is a limited amount of research having focus on mobile advertising, its acceptance in consumers and subsequent purchase intention of promoted products or services using mobile advertising. Furthermore, very few studies have focused on Saudi Arabian consumers' acceptance of mobile advertising, although the usage of mobile messages is quite high as compared to developed countries.
Literature review & theoretical framework
Electronic-marketing (e-marketing) refers to "the achievement of marketing objectives through the use of electronic communications technology" (Chaffey, 2003) .E-marketing is often used as a tool of direct marketing, i.e. "Marketing through advertising media that interact directly with consumers, generally calling for the consumer to make a direct response" (Kotler et al., 2002) .Mobile marketing or wireless marketing is a subset of e-marketing and is defined by Dickinger et al. (2005) as using a wireless medium to provide consumers with time-and-location-sensitive, personalized information that promotes goods, services and ideas, thereby benefiting all stakeholders". Mobile marketing includes all activities required to communicate with customers through the use of mobile devices in order to promote the selling of products or services and the provision of information about these products and services.
Mobile advertising has typically been categorized into push-and pull-models (Barnes, 2002) . In the pull-model campaign, the marketer sends the information requested by the consumer; whereas in the push-model campaign, the marketer takes the initiative to send messages to the consumer. The latter model includes much of SMS advertising and raises the issue of consumers' permission, since it is the marketer that initiates contact and communication. Permission marketing refers to the asking of consumers 'consent to receive commercial messages while giving the individual and opportunity to stop receiving them at any time (Tezinde et al., 2002) . This approach can considerably reduce individuals' privacy concerns and can act as a trust-building alternative to more effective information control (Sheehan & Hoy, 2000) . Barwise and Strong (2002) identify six ways of using SMS for advertising: brand building, special offers, timely media "teasers" competitions, polls/voting, products, services and information requests. Text message ads have been found to boost consumers' inclination to purchase by 36 per cent, which partly explains its growing popularity among marketers (Enpocket, 2005) . Bauer et al. (2005) test a model, based on the theory of reasoned action (Ajzen & Fishbein, 1980) ,and find that the most important factors that affect attitude toward mobile marketing are: consumers' attitudes toward advertising in general; perceived utility (in terms of information, entertainment, and social aspects); perceived risk (in terms of privacy and data security); consumers' knowledge about the technology; and social norms that impact on consumers' behaviour. Wu and Wang (2005) attempted to examine the drivers to mobile commerce, based on the theory of planned behaviour. They examined perceived risk (e.g. privacy and security issues), cost (e.g. hardware and service fees), compatibility (e.g. with user's existing values, previous experiences and needs), and ease of use. However, their model omits to address the social influence that can impact on the decision to acquire mobile devices. Krishnamurthy (2001) found that the factors affecting consumer willingness to give permission to receive advertisement were: message relevance (e.g. message fit and advertiser attractiveness); monetary benefit (e.g. the incentive); personal information entry/modification cost; message processing cost (e.g. cognitive load in reading messages); and privacy cost (e.g. uncertainty of information misuse). Barwise and Strong (2002) suggested that mobile advertising works best for marketing simple and inexpensive products and services. Since mobile phones are very personal devices, mobile advertising can often be regarded as intrusive, although relevance and added value (e.g., discounts or special offers) can increase consumer acceptance. Bauer et al. (2005) identified entertainment value and information value as the strongest drivers of mobile advertising acceptance. They argued that consumers develop a positive attitude towards mobile advertising -which in turn leads to the behavioral intention to use mobile services -only if mobile advertising messages are creatively designed and entertaining, or if they provide a high information value. Sang, Ho, and Liang (2004) also found that consumers have usually negative attitudes toward mobile advertising except they have specifically consented to receive the advertising messages.
It has been argued that the acceptance of a mobile marketing message is likely to be influenced by the consumer's acceptance of the mobile medium, the relevance of the content, and the context of the marketing message (Heinonen & Strandvik 2003; Barnes & Scornavacca 2004; Dickinger et al. 2004; Bauer et al. 2005; Soliman & Salem 2014) . Messages that are short and concise, funny, interactive, entertaining and relevant to the target group usually achieve higher levels of success (Dickinger et al. 2004; Jelassi & Enders 2004 ). Barnes and Scornavacca (2004) believed that the three most important variables that could influence consumers' acceptance of mobile advertising are: user permission, wireless service provider control and brand trust.User permission was believed to be the most important variable, as consumers were seen to be fearful of SMS mobile advertising and high levels of spam, as with email marketing. Coined and popularised by Godin (1999) , permission marketing is the opposite of traditional interruption marketing. Permission marketing is about building an ongoing relationship of increasing depth with customers by obtaining customer consent to receive information from a company. Permitted messages can be tailored to time, location and personal characteristics, to get closer to the user. In addition to these factors, trust in mobile messages is added as an antecedent to attitude. It is most likely that when the consumers trust in the usefulness of the messages, they will develop a positive attitude. Zhang and Mao (2008) find some contributing results for the significance of trust in increasing behavioural intention to accept mobile advertising. Moreover, trust is shown to affect attitude to electronic channels, new technologies, mobile commerce and mobile advertising (Leppaniemi & Karjaluoto, 2005; Yang et al., 2006) .
According to Leppaniemi & Karjaluoto (2005) , consumer acceptance is one of the highly important issues in mobile marketing and almost 30 percent articles published related to mobile marketing are about acceptance and adoption of mobile marketing (Varnali and Toker, 2010) . On the basis of previous studies, Merisavo et al. (2007) propose and validate five types of factors that would influence consumers' acceptance. These are -perceived utility (perceived usefulness, relevance, monetary incentives, entertainment and information value), utilization of contextual information(timely and location-based services), perceived control (permission, opt-out, and filter),perceived sacrifice (risks of losing control, privacy and time, irritation and intrusion)and trust (the operator's and marketer's uses of personal data, and protection of privacy law).Consumers' acceptance of mobile advertising is influenced by factors such as incentives given to the consumer as a reward for their acceptance (Barwize and Strong 2002; Retti et al. 2005; Drossos et al. 2007) . It was also found that consumers are willing to accept mobile advertising if the advertising message has relevant information and is of consumers' interest (Tsang et al. 2004; Retti et al. 2005; Bauer et al. 2005) .
A widely applied theory within mobile advertising literature, technology acceptance model (TAM), also indicates influence of attitudes on intention to use, and thus to accept a technology (Davis et al., 1989) . Previous studies indicate evidence for the relationship between consumer attitudes and consumer intentions, advertising effectiveness (Barwise and Strong, 2002) and acceptance (Bauer et al., 2005; Tsang et al., 2004 ) within the mobile context. As such, in order for consumers to accept mobile advertising, they should first have a positive attitude towards it. Rettie and Brum (2001) further show that even though initial attitudes towards mobile advertising are negative, many consumers are prepared to accept advertising in exchange for promotional offers. Researchers have also validated entertainment, information, emotional and functional values as the most important factors (Bauer et al., 2005) . Customers have negative attitudes toward receiving unwanted and unexpected advertisements. Unwanted messages, called spam, damage the acceptance of messages on the side of customers and can have the most negative influence on the user's attitude toward mobile advertising. Therefore, mobile advertising follows the idea of authorized marketing. Tsang et al. (2004) and Noor et al. (2013) state that users are more inclined to ignore advertisements sent without authorization and it has a significant impact on the relationship between consumer attitude and the intention of accepting advertisements. Therefore, asking for authorization of the users results in a positive attitude toward mobile advertising.
Saleem (2013) examined the acceptance of SMS advertising among young Pakistani consumers and revealed that perceived utility and perceived trust are the two major determinants of intentions to use SMS advertising. However, perceived ease of use and subjective norms also play a role in predicting intentions. Almossawi (2014) analyzed the reactions to and perceptions of 247 young mobile users in Bahrain towards mobile advertising. The study found that these young consumers' attitudes towards SMS advertising were determined by five SMS attributes: entertainment value, informativeness, credibility, personalization, and irritation level. Bakar & Bidin (2014) investigated the relationship between technology acceptance and purchase intention on movie mobile advertising among youth Twitter users in Malaysia. The findings advocated that technology acceptance; use and usefulness in movie mobile advertising contributed significantly towards movie purchase intention among youth. Delafrooz & Zanjankhah (2015) indicated that Iranian consumers have a positive attitude toward mobile advertising. They also acknowledged that getting consumers' permission enhances their trust and satisfaction with advertisements and subsequent positive attitude towards mobile advertising.
Most of the previous studies in mobile advertising show that there is a positive relationship between consumers' attitude toward mobile advertising and the message content related factors such as message relevance, information value, and message receiving time. Figure 1 illustrates the study framework. 
Research Objectives
The mobile phone is one of the most successful innovations in the modern era due to its ease of use and usefulness in communication between people at anytime and anywhere. Mobile messaging is often described as a "near-synchronous" communication medium, placing it between a synchronous communication medium such as speech and an asynchronous communication medium such as email (Avrahami and Hudson 2006) . The main purpose of this study is twofold. First, the study aims to examine the relationship between message relevance, information value, message receiving time, and consumers' permission to receive advertising messages as independent variables and consumers' acceptance of mobile advertising. Second, this study investigates the effect of consumers' acceptance of mobile advertising on subsequent purchase intention of promoted products or services using mobile advertising.
Research Hypotheses
H1: Message relevance is positively associated with consumers' acceptance of mobile advertising. H2: Information value is positively associated with consumers' acceptance of mobile advertising. H3: Convenience of message receiving time is positively associated with consumers' acceptance of mobile advertising. H4: Consumers' trust in the mobile advertiser increase consumers' acceptance of mobile advertising. H5: Consumers' permission to receive mobile advertising messages positively affects consumers' acceptance of mobile advertising. H6: Consumers' acceptance of mobile advertising positively affects consumers' intention to purchase the promoted products/services.
Research Methodology
The present research work was Descriptive in nature. Researchers employed Google Forms to create a web-based survey. Weible and Wallace (1998) advocated the applications of newer forms of data collection such as e-mail and web-based survey because of prompt delivery and shorter return times of the survey instrument. Data for the study was collected from prospective respondents located in a major university in Saudi Arabia. 500 e-mail messages were sent to students and staff with the survey link. University students and staff are easy to access and represent the targeted population. We received 225 responses out of the 500 messages sent. Therefore, the response rate was 45%. Out of 225 responses received, a final valid 205 responses being used in this study, excluding 20 responses that were unreliable or insincerely answered.
The existing literature helped in the design of the research instrument and construct related to mobile advertising, consumer acceptance and subsequent purchase intention towards advertised product/service were selected based on studies related. Some questions were then modified by the researchers in order to focus on specific information. The survey questionnaire consisted of two sections. The first section of the questionnaire contained questions to examine surveyed consumers' demographic profile. The second section of the questionnaire was concerned with attributes related to dimensions of mobile advertising, consumers' attitude towards mobile advertising, consumer acceptance of mobile advertising and purchase intention. Respondents were asked to indicate their level of agreement in a fivepoint Likert-scale ranging from 1 (strongly disagree) to 5 (strongly agree). In order to ensure the validity of survey instrument, the initial questionnaire was given to a panel of experts to review its content validity, the precision of its items meaning and to ensure its linkages with the objectives of the study. In order to validate the reliability, the questionnaire was pilot tested using 50 respondents who were considered the representatives of the study population. The value of Cronbach's alpha was found 0.823, which suggested a highly acceptable level of reliability of the questionnaire. The data thus received was systematically arranged, tabulated and analyzed using SPSS and structural equation modeling (SEM) using AMOS. There were 205 completed responses comprising 41 percent of the initial sample size with the following demographic information: 60 percent of the respondents were males and 40 percent were females. 35 percent of the respondents were between 26-35 years, 29 percent were between 18-25 years, 18 percent were between 36-45 years, 13 percent were between 45-55 years, and the remaining five percent were above 55 years. Interestingly, 61 percent of respondents completed the survey using their mobile phones, 29 percent filled the survey using computers (desktop or laptop), and only ten percent used a tablet-pc such as (iPad or Galaxy tab). 43 percent of respondents did not prefer any certain type of advertising messages whereas 30 percent preferred multimedia messages and 27 percent preferred text messages.
Data Analysis and Results
To assess the validity and reliability of the reflective measures (consumer's permission to receive mobile adverting, message relevance, information value, convenience of message receiving time, consumers' trust in sender, consumer's acceptance of mobile advertising, and purchase intention), we used PLS analysis to conduct confirmatory factor analysis (CFA). The composite reliabilities of all multiitem measures all were above the accepted limit of 0.70. Specifically, the composite reliability scores range from 0.753 for purchase intention to 0.959 for consumers' acceptance of mobile advertising. Consequently, we conclude that the measurement items are robust in terms of their internal consistency and reliability as indexed by the composite reliability. Convergent validity was assessed using average variance extracted (AVE) for all latent constructs that include reflective indicators and factor loading criteria (Fornell and Larcker, 1981) . Factor loading ought to be greater than 0.60 and AVE to be larger than the square of its largest correlation with any construct. All reflective measurement constructs used in this study fulfill these requirements. Table 2 shows that factor loading of most items ranged from 0.618 to 0.953. The values of average variance extracted ranged from 0.251 to 0.745. Taken together, these results lend sufficient assurance that the reflective measurement model fits the data well. .618
CR= Composite Relaibilty, AVE = Average Variance Extracted

Structural Model
Two common indicators, path loadings and the variance explained (R 2 ), were estimated to assess the quality of the structural model (Chin, 1998) . Whereas path loadings demonstrate the strength of relationship between independent and dependent variables, R-square value measures the predictive power of structural models. The bootstrapping procedure was performed, as suggested by Chin (1998) , to examine the variance explained (R²) and the statistical significance of path coefficients (β) using t-tests. All of the R 2 values for the endogenous constructs exceed the minimum value of 0.2 recommended by Cohen (1998) . Moreover, the R 2 value for the outcome variable (purchase intention) indicates that the theoretical model proposed explains 9% of the variance of the construct, which is a satisfactory level of predictability. Moreover, a global fit measure (the GoF index) is calculated by taking the square root of the mean product of the AVE for the latent variables, and the reflective indexes and the mean R 2 for the endogenous variables. This index varies between the values of 0 and 1 (GoFsmall = 0.10, GoFmedium = 0.25, GoFlarge = 0.36). Our model obtained a GoF value of 0.42, which is above the cut of value of 0.36 for large sizes of GoF. Thus, we ensure our model performs very well compared to the criterion defined above.
Hypothesis Testing
A re-sampling bootstrapping procedure with 205 samples was performed in order to determine the significance level of the path coefficients proposed in our six hypotheses (Preacher and Hayes 2004) . More specifically, we examined (1) the direct association between message relevance (MR) and consumers' acceptance of mobile advertising (H1), (2) the direct association between information value (IV) and consumers' acceptance of mobile advertising (H2), (3) the direct association between convenience of message receiving time (CRT) and consumers' acceptance of mobile advertising (H3), (4) the direct association between consumers' trust in the mobile advertiser (TS) and consumers' acceptance of mobile advertising, (5) the direct association between consumers' permission to receive mobile advertising massages (CP) and consumers' acceptance of mobile advertising, and (6) the direct association between consumers' acceptance of mobile advertising and consumers' intention to purchase (PI). As seen in Figure 2 , CP has a significant effect on consumers' acceptance of mobile advertising (β = 0.309***, t = 5.015), supporting H5. The results also show that both IV and CRT have significant effects on consumers' acceptance of mobile advertising, (β = 0.140**, t = 1.908; β = 0.317***, t = 4.527 respectively), supporting H2 and H3. However, the effects of MR and TS on consumers' acceptance of mobile advertising were found not significant β = 0.112 ns , t = 1.574 for MR; β = 0.077 ns , t = 1.305), not supporting H1 and H4. The effect of consumers' acceptance of mobile advertising on purchase intention (PI) was found significant (β = 12.624***, t = 5.015), supporting H6. 
Discussion
This study adds to the growing body of research on consumers' acceptance and mobile advertising. The research reveals a number of implications for practice relating to factors influencing consumers' intention to purchase products or services promoted using mobile advertising. The major thrust of this research lies in developing an understanding of the factors that determine consumer acceptance of mobile advertising. This paper demonstrates that consumers are more likely to accept mobile advertising if they develop positive attitudes toward it. The findings also indicate that a number of factors are significant in the forming of consumer attitudes toward mobile advertising. It also offers a perspective regarding the correlation between consumers' accepting of mobile advertisements and their intention to purchase a product or service.
Test statistics do not support the first hypothesis (H1) indicating message relevance is not associated with consumers' acceptance of mobile advertising. This proves that consumer acceptance of mobile advertising are more manipulated by other marketing activities such as exploiting the emotional feeling instead of focusing on message relevancy. The study further support the finding which state that under certain conditions attitude correlates with behaviour and is related to a favourable evaluation, emotional feeling and action tendency (Kotler 2000) . Marketing activities may lead to either positive or negative reactions in consumers (Robins, 2003) .
Hypothesis (H2) is supported indicating that the value of the information provided has significant effect on consumers' intention to purchase the products or services advertised. This finding is similar to the studies of Chi, Yeh & Tsai, (2011 ), Swait & Sweeney (2000 , Chen &Quester (2006) and Pura (2005) . This might be because mobile advertising messages are more informative and convenient in getting information about the product and service advertised and perceived value can be a differentiation and competitiveness to a company. Additionally, hypothesis (H3) relating to the convenience of message receiving time also is supported. It shows that the time the consumers received the message affects their acceptance of mobile advertising. However, factors such as time constraints, the consumer's mood, and product or service suitability may influence the message effectiveness. So, consumers' intention to purchase was significantly affected by the time at which they received the advertisement. It was found that the time at which the consumer received the message have a bearing on their attitude to receiving mobile advertising. It may be that advertisements were received at an inconvenient or annoying time such as when they were in a meeting or discussion important to them.
Contrary to most accepted assumption that trust is a major predictor of consumer's intention to purchase advertised products, the present study surprisingly found that consumers' trust in sender is not related to their acceptance of mobile advertising (H4). This may be the neutral attitude of consumers towards marketing activities of companies or similar types of mobile marketing strategies being adopted by all kinds of companies. This aspect develops the future insight which needs to be researched at length with comprehensive dimensions. Hypothesis (H5) indicating the consumers' permission to receive mobile advertising messages affects the consumers' acceptance towards mobile advertising is supported. Permission is beginning of two-way mobile communication between the customer and advertiser. It is not easy to carry out mobile advertisement without clear permission from the customer. Consumers' permission to receive message is about starting of building long-term relationships with customers. The consent, trust and two-way exchange of information help to develop the relationship between the consumer and the advertiser. It was advocated that consumers have a more positive attitude toward mobile advertising after agreeing upon receiving the advertisement. Consumers who did not give permission to companies to send out mobile advertisements tended to ignore and not read the received messages and vice-versa. Mobile advertisements were mostly rated as negative because consumers found the advertisements irritating, given the personal and intimate nature of mobile phones (Tsang et al, 2004) . Hypothesis (H6) relating to the consumers' acceptance of mobile advertising and subsequent purchase intention is also supported. Therefore, consumer acceptance of mobile advertising was related to their intention to purchase the advertised products or services. This supports the findings of previous research (Merisavo et al. 2007; Nysveen et al. 2005; Pura 2005 ). Reasons for this may include the information relating to the product or service is of high entertainment and informational value, the appropriate of time of receiving message, a degree of trust between consumer and advertisers, interest in the product being offered, the content and personalization of the message, obtaining consumers' permission before sending the message and an opportunity to visit the advertiser to purchase the product.
As it can be observed from the results, trust and consumers' permission and relevance of message are usefulness and important in the area of mobile marketing. Mobile consumers usually tend to be very skeptical and sensitive towards mobile advertising and there is a high possibility that they will reject messages, when they feel that their privacy is invaded or when they feel that they receive a mass message. It is also believed that consumers expect messages that are personal, as well as time and location specific. When messages are created taking consumers 'expectations and needs into consideration, consumers will accept them and even talk about them to other consumers. As a result, future growth in mobile commerce depends on successful personalization of the messages not only in terms of content but also in terms of time and location. The personalization effect is even more important than the consumer's attitude or trust towards mobile advertising, since it enhances also the perceived utility of the messages leading to incremental positive effects.
Conclusion and Future Research
This research attempted to offer a framework to adequately explain and predict consumers' acceptance towards mobile advertising and purchase intention in a developing country. It is important for managers to recognize the various drivers of, and obstacles to, the acceptance of mobile marketing practices among consumers. The findings from this study suggest several implications to managers involved in the development of mobile marketing strategy and programs within growing mobile markets. The findings of the present study suggest that the acceptance of a message is likely to be influenced by the consumer's acceptance of the mobile medium, the relevance of the content and the context of the marketing communication. Messages that are concise, interactive, entertaining and relevant to the target group usually achieve higher levels of success. The study provides evidence of consumer permission and appropriate time of delivering the message in designing content of mobile advertisements, and, in increasing consumers' acceptance of mobile advertisers. Information value and privacy are essential elements that should be considered and integrated into a mobile advertising campaign to better attract the youth. Saudi Arabia is a huge market, with a substantial young population almost everyone having at least one mobile subscription, constituting a large opportunity for many companies. As a result, the present study focusing on consumers' preferences may shed light to other consumers in less developed and developing countries. Moreover, the use of mobile apps is a common practice among young generations cutting across countries and social classes. Therefore, it is recommended that marketers should pay attention to drivers and obstacles of mobile advertising as a significant marketing tool that influences brand image, competitiveness, and long-term success.
